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Summary
Th e purpose of this paper is to highlight the status and capabilities of networking 
between small and medium hospitality enterprises and agricultural producers on the sam-
ple of selected hospitality enterprises in Croatia, and to provide guidelines for the future 
development of gastronomic off er of hospitality enterprises. Th e fi rst part of the study 
includes a literature review dealing with the essence of networking of small and medium 
hospitality enterprises and farmers. Th e second part of the study covers empirical issues 
of the analysed problem. Th is paper uses the results of a comprehensive empirical study 
conducted in the summer of 2012. Th e study used a questionnaire which was adapted to 
small and medium hospitality enterprises (72 enterprises in the sample). Th e case study 
approach was adopted to illustrate the diff erences from previous research. Business coop-
eration of small and medium hospitality enterprises and farmers can achieve numerous 
benefi ts that could eventually contribute to their better business results. According to the 
results, the majority of food purchased from local farmers is put on the menu as a matter 
of priority and the majority of wine is off ered exclusively from domestic farmers. Since 
there has not been any systematic research conducted on networking of small and medium 
hospitality enterprises and farmers, this research leaves enough space for further theoret-
ical and applicative improvements. 
Key words: networking; small and medium hospitality enterprises; farmers; gas-
tronomic off er; organically produced foods.
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1. INTRODUCTION
In the era of the so-called “global village“ where many products have become 
standardized and individuality increasingly squeezed out, there are, in terms of tour-
ism, rapidly developing consumer markets, where holiday decisions are being made on 
the basis of quality, variety and environmental sustainability. It is increasingly diffi  cult 
for individual enterprises to grow organically in the global area without seeking part-
ners and allies to develop their strategies. Quite simply, alliances are better suited to 
control the market. With an increase in equity participation between enterprises, alli-
ances can result in concentration and growth on a global scale.
Th e pressure of globalisation has a major impact on the small and medium enter-
prises (SMEs) of the European tourism industry. Globally acting suppliers, decreasing 
transportation costs and emerging new destinations have put pressure on the European 
SMEs in traditional destinations. Since many European countries are economically very 
dependent on tourism, a need for eff ective policy support arises. Because hospitality en-
terprises are exposed to strategic risks related to increased uncertainty in their econom-
ic, technological, political, competitive, and market environments (Olsen, West and Tse, 
1998), organisational survival becomes an evermore pressing issue. Enterprises have re-
alised, especially small and medium hospitality enterprises (SMHEs), that value-adding 
resources are becoming increasingly scarce, and are using diff erent measures to address 
this issue. SMHEs that have used collaborative ventures to address this issue have real-
ised that entering into networks with competitors, suppliers, customers and enterprises 
in other industries such as agriculture, is an opportunity for building strengths. It has 
become important for hospitality professionals to delve into the concept underlying 
networks theory to be able to assess this business strategy as a source of competitive 
advantage in order to improve and sustain the growth and competitiveness of SMHEs. 
Networks allow SMHEs to achieve synergies and economies of scale.
Th e infl uence of tourism on other economic activities is widely known. Th e 
changes in the tourist demand have resulted in a changed concept of mass tourism – to 
include a much more demanding off er of entire regional and national resources (natu-
ral, traditional and nutritional). Such trends have infl uenced the emergence of special-
ised producers and off er of typical regional products (wine, olive oil, smoked ham etc.). 
Th e change in nutritional habits and the structure of foodstuff  consumption in tourism 
has infl uenced changes in the structure of agricultural production in tourist regions. 
Agricultural farms adapt their production to consumption trends in tourism, especially 
within characteristic tourist regions. Due to consumers’ concerns about their health 
and a rise in their ecological consciousness, there is increasing demand for organic food. 
Th ere is an increase in total agricultural land surface used for organic farming and it is 
estimated that it accounts for about 10% of total agricultural land surface. Th e market 
for organic products in Croatia is developing. High quality food is essential to SMHEs. 
Networking between SMHEs and farmers would greatly improve the gastronomic of-
fer. SMEs are networking in order to be able to off er high quality products. Th is paper 
attempts to explore the possibility of strategic networking between SMHEs and farm-
ers in order to develop the future gastronomic off er. Th e starting point of the survey 
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conducted in 2012 in selected hotels, was one of the goals of managers to test the use of 
organically produced food in the gastronomic off er of their hotels. It is also necessary to 
mention that this survey continues where the previous survey left  off  and which includ-
ed less hotel enterprises. 
2. LITERATURE REVIEW
Literature gives an inconsistend defi nition of strategic networks of SMEs. Jaril-
lo (1998., p. 32), for example. defi nes the term strategic networks as arrangements 
between distinct but related organisations that gain or sustain competitive advantage 
with regard to their competitors outside the network based on some mutual cooper-
ation. Human and Provan (1997., p. 372) suggest that strategic SME networks could 
be defi ned as intentionally formed groups of small and medium sized enterprises in 
which the enterprises are geographically proximate, operate within the same indus-
try, potentially sharing inputs and outputs, and undertake direct interactions with 
each other for specifi c business outcomes (Human and Provan, 1997., p. 374). Th e 
purpose of networks is to create a forum for direct and joint business activity among 
membership fi rms as well as indirect services such as lobbying. Enterprises in these 
networks share competence and resources so that each enterprise can reach goals 
through participation. Th erefore, cooperation and relations are fundamental for value 
creation, i.e. competitiveness.
Failure by hotel and restaurant chefs, farmers, food suppliers, and tourism offi  -
cials to develop „strategic networks“ (Telfer, 2000., p. 71) to promote consumption of, 
and thereby create demand for, locally grown and processed foods has also constrained 
the development of linkages to regional agriculture. Th e majority of studies investigat-
ing networks in tourism have focused on the agricultural sector. Th is has for obvious 
reasons given enormous importance to on-going food supply sourcing by resorts. Sever-
al writers have estimated that approximately 30% of tourist expenditure is on foodstuff s 
(Torres, 2003., p. 546).
Agriculture is rightly seen as promising particularly good opportunities for 
networks. If hotels use local products, this may imply a more sustainable path for de-
velopment. One successful and oft en quoted example is the village of Waltensburg in 
south-eastern Switzerland where a local co-operative has built and operates the 72-bed 
Hotel Ucliva according to the principles of sustainable tourism. Food is obtained locally 
as much as possible, and traditional and regional recipes are used in the restaurant. 
Fruits and vegetables in season are preferred to preserved foods, and menus using or-
ganic foods have been introduced slowly so that farmers and suppliers can adapt their 
techniques to respond to the demand. Assistance in new growing methods has been 
provided by the hotels to the local farmers. By 1989, all eggs, butter, milk, and meat were 
purchased locally, as well as 70% of the vegetables (Telfer, 1996., p. 637).
Th e lack of networking between stakeholders (e.g. hotel and restaurant chefs, 
farmers, food suppliers) to promote the consumption of local foods was reported in 
several studies (Telfer, 2001., p. 26). Torres (2003., p. 553) found in her study on Cancun 
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that although tourists showed an interest in experimenting with locally grown food, its 
use was not encouraged suffi  ciently by the hotels.
Organic farming can be defi ned as a “farming system that makes ethically ac-
ceptable, environmentally clean, economically and socially equitable agricultural pro-
duction worthwhile”  (Ružić, 2009). Organic agriculture is mentioned in the Croatian 
Tourism Development Strategy (2003) which sets out the Croatian tourism potential for 
linking agriculture, tourism and ecology. Th e market for organic products in Croatia 
is developing. Institute for Agriculture and Tourism from Poreč carried out research 
in 2002 and 2007 on the role of traditional cuisine in the gastronomic off er of the rural 
area. Th e study also found that the gastronomic off er of restaurants in Istria gained sig-
nifi cance if prepared according to old recipes and using ingredients produced on small 
family farms without the use of chemicals (Ružić and Dropulić, 2009., p. 67). Another 
study conducted in 2007 had the objective of examining the attitudes of tourists and 
their preferences toward organically produced food. Th e study showed the double bene-
fi t of connecting tourism and eco-agriculture. By off ering organic food, the tourist off er 
became enriched in the fi eld of gastronomy primarily intended for tourists. Sale of or-
ganic food on the tourist market would encourage the development of organic farming 
in Istria (Težak, Bošković and Luk, 2008., p. 310). Th e study conducted on the sample of 
42 small and medium hospitality enterprises in Croatia showed that SMHEs did pur-
chase food from farmers that used organic farming, but insuffi  ciently so. It also showed 
that most foods purchased from local farmers had priority when it came to putting local 
food on the menu (Krželj-Čolović, Cerović and Milić, 2012, p. 28). Th e previous survey 
is continued by this survey and its results are presented in this paper, which shows the 
changes that occurred between the two surveys.
Increased public awareness, market opportunities and incentives for organic 
farming can signifi cantly accelerate the growth and development of ecological agricul-
ture. Given the vast resources (total area of arable land in Croatia is 3.148 million ha), 
the long-term development strategy of Croatian agriculture should be based on the fact 
that about 5% of total agricultural production is organic production.
Enterprises are facing highly sophisticated and demanding consumers, and there 
is a growing need to create close links and partnerships between the travel industry, name-
ly, hotels, tour operators, travel agencies, airlines, transportation, banking, telecommuni-
cations, agriculture and national tourism organisation (Dogan et al., 2012, p. 1220). 
Guests at SMHEs are now looking for a diff erent kind of hotel services. Modern 
lifestyle and growing health concerns require a quality hotel off er that will give tourists 
the opportunity to feel the authenticity of the tourist destination in which an SMHE is 
located. In order to create such a hotel off er, it is necessary to diff erentiate the hotel off er 
in terms of value, quality and guest satisfaction. Enjoying food and drinks becomes all 
the more important because food is a “culinary and gastronomic experience more or 
less integrated into the system of values established culture of food each tourist con-
sumer” (Kim, Eves, 2012, p. 1461). Local gastronomy and its traditions can be seen as an 
integrated part of the local identity of destinations. Enjoying the complete off er of „how 
it used to be in the old days“, and of the „home atmosphere“ increasingly attracts tour-
ists to an SMHE, but also calls for a diff erent approach by the developer of the tourist 
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off er. Nowadays, agriculture and tourism are connected only to rural tourism (Philips, 
Moutinho, 2014, p. 99), linking SMHEs and farmers, and have become an integral part 
of hotel off ers in cities and seaside villages. SMHEs need to connect with farmers to 
develop their hotel off ers, and promote numerous unused resources from natural to hu-
man resources, including agriculture, livestock production, wine growing, the possibil-
ity of opening new production facilities, and even the use of hydropower, solar energy, 
wind and so on (Pillay, Rogerson, 2013, p. 52).
3. RESEARCH METHODOLOGY AND RESEARCH RESULTS
Th e previous research that served as the basis of this paper was conducted as 
a survey on a sample of 42 SMHEs in all counties in Croatia in the summer period. 
Th e results of this research were presented by the authors Krželj-Colovic, Cerovic, and 
Milic-Beran in their previously mentioned work, and those results were compared with 
the results obtained in this paper. Research was carried out because the topic of linking 
agriculture with the hospitality industry is very in vogue, and especially because this 
topic has had practically no empirical research in Croatia.
Our research was conducted in all Croatian counties on a random sample of 
250 small and medium hospitality enterprises. Th e survey was conducted in the period 
from June to September 2012. Th e data obtained in the research were processed by May 
2013. Th e elementary unit of the survey, which was selected in the sample, is defi ned as a 
business unit that specializes in providing accommodation services. Th e characteristics 
of the analysed sample are provided in the following table, which contains detailed data 
on small and medium-sized hotel companies that participated in the survey (sample of 
72, or 28.8%).




Shape of organisation 
Stock enterprise 32 44.4
Limited enterprise 38 52.8
crafts 2 2.8





Croatian Association of Employers in Hospitality 38 52.8
National Association of Small and Family hotels 13 18.1
Croatian Association of Small and Family Hotels 21 29.1
Source: Data processed by the author
* Note: A few years ago, the National Association of Small and Family Hotels and the Croatian 
Association of Small and Family Hotels were a single association, but because of disagreements 
of opinion on the defi nition of small hotels they divided into two associations that still operate 
separately.
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More than half (52.8%) of SMHEs in the sample are limited enterprises that are 
in the category of 5 star hotels (40.3%) while most hospitality enterprises are members 
of the  Croatian association of employers in hospitality (52,8%).
Th e following table provides an overview of the features of the examinees who 
participated in the survey.




Deputy manager 9 12.5
Owner 12 16.7
Chairman of the board 2 2.8
Sales and marketing manager 5 6.9
Sex Male 57 79.2
Female 15 20.8
Age 




Level of education 
High school education 8 11.1
College education 30 41.7
University degree 28 38.9
Other 6 8.3
Years of service 
Less than 11 years 10 13.9
11-20 24 33.3
21-30 22 30.6
More than 30 16 22.2
Source: Data processed by the author
Table 2 shows that the majority of respondents are managers, and among them 
the majority are male (79.2%). Managerial skills as a combination of professional com-
petence and qualifi cations (38.9% of respondents are with higher education and 41.7% 
of respondents are with college degrees), and knowledge and skills acquired through 
experience (30.6% of respondents who have 21-30 years of work experience), speak in fa-
vour of their competence in evaluating the importance of certain elements for research 
purposes, and their answers can therefore be considered relevant.
Considering current tourist trends there was a need to analyse how small and 
medium-sized hotel companies off er products from (local) farmers and organic farm-
ing. Industrial products are well represented in everyday life and tourist resorts should 
use more organically farmed products and those produced by (local) farmers.
As already stated, this research on the networking of small and medium hospi-
tality enterprises with agricultural producers is based on a sample of 72 SMHEs collect-
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ed in 2012. Th e survey was to collect data on the current state of networking of SMHEs 
with farmers. Th e obtained data were used to explore the possibilities for improving gas-
tronomy in SMHEs. Networks would allow a better gastronomic off er and high-quality 
products in SMHEs. Th e study of networks is divided into four groups (cluster, strategic 
partnership, strategic alliance and other). Of the total number of hotels that were in-
cluded in this study, 35% exist in strategic partnerships. 51% of hotels are associated in 
clusters, while 6% of the hotels are united in a strategic alliance. 
One of the most important factors contributing to a high-quality product is food 
security at the hotel. Th e following table shows the level of food security in SMHEs.
Table 3: Th e level of food security in SMHEs
  
Source: Data processed by the author
Value of 0 in Table 3 represents an extremely high level of food security in hotels, 
while value of 1 signifi es a high level of food security. Data presented in the table are 
opinions of managers about the level of food security in their hotels. None of the respon-
dents thought that food safety in their hotel was very low. As shown in the table, the cu-
mulative percentage of 98.6% of respondents said that food security in their hotels was 
extremely high or high. Th is proves that the level of food security is extremely high, and 
is a good indicator for the improvement of the gastronomic off er in SMHEs. Traditional 
food is in line with the current trends, as millions of people are very careful about what 
they eat. New psychological understanding of healthy meals is based on three elements: 
nutritional value, organic composition and gastronomic delights (Di Domenico, Miller, 
2012, p. 288). When ordering food, more and more tourists insist on a healthy diet that 
consists of functional foods, vegetarian products, environmentally friendly food and 
beverages, cooking products without preservatives, no GMO products, and food free 
of impurities. Given the above trends in the design of the gastronomic off er and levels 
of food safety in SMHEs, it can be said that a healthy diet is present in these hotels to 
some extent.
Croatia has a lot of environmentally clean and preserved food, no major air, soil 
or water pollutants. Th erefore, productive resources should be directed to organic food 
and beverages. Increased public awareness, market opportunities and incentives for or-
ganic farming can signifi cantly accelerate the growth and development of ecological ag-
riculture. Now we come to the data showing where the food consumed in SMHEs comes 
from. Th e obtained data show that most hotels purchase their food supplies in shopping 
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malls (68.06 %). However, the supply of food from agricultural producers is increasing, 
while only 13.89% of the hotels have 5.33% of ingredients from self-cultivated supplies. 
46.10 % of SMHEs use food products from organic farming – it seems almost a half of 
the hotels who were involved in the study. Chen (2006, p. 363) examines the factors that 
infl uenced the selection of healthy meals in Germany. According to him, the order of 
the elements of healthy meals is as follows: low-fat, no genetically modifi ed ingredients, 
low calories, high in fi bre, fi sh from the natural environment, little sugar, beef from 
natural breeding, pork from natural breeding, vegetables labelled organic, salt, poultry, 
organic products with fresh ingredients, delicatessen, good fl avour, nice arrangement 
and pleasant scent. If the above research was applied to this study, it could be confi rmed 
by partial matches.
To make the test characteristics of independence, a contingency table and under 
it shall test the chi-square test.
Table 4: Crosstabulation
Th is table presents a two-dimensional analysis of responses to the question of 
whether most of the food products were purchased from local agricultural growers, as 
well as the question of whether organically grown food was used. Th e value of 0 in 
the table represents a negative response, while the value of 1 represents a confi rmatory 
response. Table 2 shows that respondents who do not purchase ingredients from local 
farmers also do not purchase ingredients from organic producers. Th us 24 respondents 
said that the food was obtained neither from organic farming, nor from any agricultural 
cultivation. From this it follows:
H1: Supply of local farm products is not aff ected by the supply of organic agri-
cultural products.
Since the empirical chi-square is 13.825, which is larger than the theoretical 1 
degree of freedom and p=0.05 is 3.8415, it can be concluded that the variable local food 
growers and agricultural ingredients from organic farming are not independent.
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Table 5: Chi-Square Test
Of the total number of those who answered ‘do not purchase foods from local 
agricultural growers, 70% responded that the largest part comes from organic farming. 
Respondents who answered that most of the foods come from local growers, 76,20% of 
them responded that the biggest part comes from organic farming.
In order to examine the association of independent and organic farming, conti-
gency tables have been made.
Table 6: Crosstabulation
In the table, NAMIRIZIC refers to the independent variable growing and 
NAMIRZD refers to organic farming. 86.11% of respondents answered ‘do not use in-
gredients from independent farming, while 54.17% responded that they did not use or-
ganically farmed products.
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Table 7: Chi-Square Test
Chi-square test in the table shows that the variables independent farming are not 
related to organic farming. Th eoretical and empirical chi-square is 3.8415 and 2.732 are 
independent variables.
Th e survey of managers in SMHEs also aimed at getting information about ho-
tels which are associated in networks and whose priority is to off er a range of national 
dishes. Analysis of the obtained data shows that hotels whose priority is off ering local 
dishes are combined in clusters or strategic partnerships. Respondents who answered 
that they rather off ered local food than other foods were combined in clusters, while 
there were 34.21 % and 30.56 %  of those who were united in strategic partnerships. 
Th erefore, it is important to note that 64.77% of SMHEs off ering mostly local dishes 
are accompanied by or exist in clusters or strategic partnerships. Th e survey analysed 
the local dishes using ingredients produced by local farmers that were off ered at hotels. 
From this it follows:
H2: SMHEs that off er locally farmed produce give higher priority to local dishes 
on their menus.
Responses used to test whether the hotels that purchase a large portion of their 
food from local agricultural growers give higher priority to local dishes on the menu, 
are presented in the two-dimensional Table 6.
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Table 8: Crosstabulation
Th e data from the table were used to test the hypothesis H2 and the results are 
shown in Table 7. Th e table shows that the hypothesis can be accepted as the theoretical 
value for 3 degrees of freedom and p=0.05 is 7.81 lower than the empirical value of chi-
squared 18.555.
Table 9: Chi-Square Test
It can be concluded that those hotels which purchased most of their food from 
local growers give greater priority to domestic dishes on their menus. Th e problem is 
that only 55.56 % of small and medium hospitality enterprises give priority to domes-
tic food.
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Figure 2: Food from organic farming and the priority of local dishes 
on the menu of small and medium hospitality enterprises
Source: Data processed by the author
Figure 1: Participation of local food farmers 
in small and medium hospitality enterprises
Source: Data processed by the author
In Figure 1, the x-axis represents the priority levels of local dishes on the menu, 
0 represents the highest priority and 3 the lowest. Th e y-axis represents the frequencies, 
the red bar referring to responses indicating that food purchased from local agricul-
tural growers is not consumed and the green bar referring to responses indicating that 
food from local agricultural growers is consumed. As it is shown in Figure 1, the chart 
indicates higher priority given to local dishes in hotels which uses food from local agri-
cultural growers.
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Th is paper also explores the connection between the use of food from organic 
farming and the priority level of local dishes on the menu. Distribution of answers to 
this issue is presented graphically in Figure 2.
In Figure 2, 0 on the x-axis indicates a negative response to the question of wheth-
er the food that is consumed in small and medium hospitality enterprises comes from 
organic farming. Th e priority of local dishes on the menu is marked by values 0-3, where 
0 represents the highest priority. As can be inferred from the fi gure, a higher level of pri-
ority is given to domestic food at hotels which use ingredients from organic cultivation.
Figure 3 shows the frequency of use of certain food from organic farming. Prod-
ucts from organic farming used the most include local wines in 80.56% of the cases, 
olive oil in 70.83%, vegetables in 55.56 %, fruits in 36.11 %, and cereals in 9.72% of the 
cases.
Figure 3: Representation of individual products from organic farming
Source: Data processed by the author
Th e paper also examines the link between the number of organically grown food 
products that is used and the priority level of local dishes on the menu. Th e purpose of 
this set is the following hypothesis:
H3: Hotels that use organically grown food give higher priority to local dishes on 
their menu.
Figure 4 shows the distribution of products from organic farming and the prior-
ity level of local dishes. Th e x-axis shows the number of products from organic farming 
used (from none to 6 products), and the y-axis represents the number of hotels. Th e level 
of priority is indicated by the numeric value 0-3, where 0 represents the highest priority 
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level. As can be inferred from the fi gure, those hotels that use the largest number of 
products from organic farming give highest priority to local dishes on their menus.
Figure 4: Number of products from organic farming 
and the priority level of local dishes on the menu
Source: Data processed by the author
Results of testing hypothesis H3 are shown in Table 8, and they indicate that the 
hypothesis should be accepted.
Table 10: Chi-Square Tests
When examining where wines that are off ered by hotels were purchased, it was 
concluded that 90.27 % of the hotels purchased wines from local vintners, while 27.78 % 
of wines were imported and 16.67 % of wine came from their own production.
Linkage of networks and acquisition of domestic wine is shown in Figure 5. 
Forms of networking are shown on the x-axis and explained in the previous table. On 
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the y-axis is the number of small and medium hospitality enterprises. Confi rmed the 
answer to the question of wine purchased from local winemakers is marked with 1, a 
negative response from the second.
 Figure 5: Form of networks and acquisition of domestic wine producers
Source: Data processed by the author
By analysing the relationship of networking and the “place of origin-procure-
ment“ of wine, we came to the following conclusions. All small and medium hospitality 
enterprises existing in clusters are supplied wine by local vintners. Th ey do not purchase 
wine from imports and only 16.67% have their own production. Hotels that exist in 
business clusters and strategic partnerships purchase wine from local vintners, while 
25% comes from their own production. Th ey also purchase wine from imports in 50% of 
the cases. Hotels that exist in strategic partnerships purchase wine from local vintners 
in 65.63 % of the cases. Only 3.13 % of wine comes from their own production. 
4. DISCUSSION AND STUDY LIMITATIONS
When SMHEs purchase agricultural products from local farmers, this has the 
potential of strengthening the competitiveness of the farmers on the market, and in 
turn it strengthens the competitiveness of SMHEs on the tourist market. From interna-
tional experience, there is no simple formula for increasing the use of local agricultural 
products in SMHEs. According to Rylance, Spenceley, Mitchell and Leturque (2009, p. 
16) strengthening the links between agriculture and SMHEs is important, but it is not 
easy to achieve. Despite the recognized benefi ts of creating networks of small and me-
dium hotel enterprises and local farmers, most of the research done in the world so far 
reveals that food products from local agricultural producers are not suffi  ciently used. In 
order to improve the competitiveness and development of SMHEs and agricultural pro-
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ducers, their networking should aim for increasing the placement of domestic agricul-
tural products. Th rough contacts with the managers of SMHEs in the Republic of Croa-
tia, it became evident that they were interested in increasing the placement of domestic 
agricultural products in order to improve their competitiveness on the tourist market. 
Th rough participation in business cooperation activities, numerous benefi ts can be 
achieved which ultimately contribute to the improvement of business performance. How-
ever,  partly due to the their seasonal character, and partly because of the lack of awareness 
of hotel chefs and managers about the food preferences of hotel guests, increased use of 
local agricultural products is not easy to apply. Th rough business cooperation, SMHEs 
and farmers are more able to complement each other when it comes to various specifi c 
competencies. Business cooperation enables a synergy that can have a positive eff ect on 
business and off er food of better quality to be consumed by the hotel guests.
Th rough their business cooperation, SMHEs and farmers commit themselves to 
a certain level of attachment that is expected of each of them. SMHEs and farmers are 
prepared to invest their time and resources to develop long-term business cooperation, 
the benefi ts of which are expected in the future. However, it is possible that business 
cooperation could perish before they obtain any results. Th ere is a lack of business co-
operation when one of the partners refuses to respect certain principles underlining its 
management, which is particularly true of small hotel enterprises which fi nd the prin-
ciple of reciprocity very important. Th e main disadvantages are distrust among mem-
bers of the networks as well as the seasonal character of the business. Farmers can have 
additional problems because the oscillations in the operation of SMHEs could have an 
adverse eff ect on the business cooperation of SMHEs and farmers.
However, the major problem lies in the fact that this topic has not been researched 
much in Croatia. Th erefore, the analysis of this topic should not stop at this work, but 
should be continued in the future. Th e study limitations lie in the fact that not a great 
number of respondents was analysed, simply because most of them do not even realize 
that the future of SMHEs and agricultural producers and their competitiveness lies in 
networking. Th is problem is still not recognized, and this is evident because there is no 
data on networking SMHEs and agricultural producers other than the processed results 
of this survey.  
Directions for future research: the results presented in this paper should be elab-
orated on and further guidance for networking of SMEs and agricultural producers 
should be developed in order to increase their competitiveness in the tourism market. In 
addition, future research should work on increasing the research sample from current 
72 respondents. Research done elsewhere in the world on this topic should be included 
and comparisons of concerns and experiences should be provided.
5. CONCLUSION
Linking small and medium hospitality enterprises with agriculture could have 
a double benefi t. Food off ered by agricultural producers on the tourist market helps to 
enrich the tourist off er in the fi eld of gastronomy. By placing their food on the tourist 
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market, farmers enrich the tourist off er. By encouraging the development of agriculture, 
as well as ecological agriculture, small and medium hospitality enterprises enrich the 
gastronomic off er of the tourist market..
Th is paper is based on the research on the segment of networking of small and me-
dium hospitality enterprises and farmers in 72 selected hotels in Croatia. It is also linked 
to a previous research conducted on a sample of 42 selected small and medium hospitality 
enterprises in Croatia. Th e conclusion is that there is a need for networking of small and 
medium hospitality enterprises with farmers in order to lay the foundation for high-qual-
ity gastronomic products. Th is paper presents the status of small and medium hospitality 
enterprises that are networked with farmers. Th e following conclusions can be made:
• Th e level of food security in small and medium hospitality enterprises is high. In 
the previous research, the level of food security in 42 selected hotels is also high;
• Small and medium hospitality enterprises purchase food from farmers, from 
organic farming, but insuffi  ciently so in the previous research. Th is paper shows 
that the number of SMHEs that purchase food from farmers and from organic 
farming has increased. It should be noted that SMHEs purchase less groceries 
in shopping malls (68.06%) compared to the previous research (73.8%);
• Small and medium hospitality enterprises that purchase most food from local 
farmers have a priority of placing local food on the menu. Compared to the 
previous research, there were only small changes in percentage;
• Small and medium hospitality enterprises that off er organic food have a high 
priority of off ering local dishes. Compared to the previous research, local di-
shes are even more present than before;
• Small and medium hospitality enterprises that are involved in strategic networ-
ks off er wines exclusively from domestic agricultural producers.
Th e networking of SMHEs and farmers is the only possible solution to surviving 
on the tourist market in today’s turbulent business environment. Advantages and dis-
advantages of networking are sometimes not clearly understood, and thus networking is 
very diffi  cult to achieve. Sometimes networks can occur very rapidly, and create various 
benefi ts, but they can also create many problems that can sometimes take several years 
to resolve. In spite of many problems that may result from networking SMHEs and 
farmers, the fact that there are many more advantages than disadvantages can provide 
encouragement to be continuously involved in diff erent forms of association.
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UMREŽAVANJE HOTELIJERSKIH PODUZEĆA 




Svrha ovog rada je opisati trenutno stanje i mogućnosti za umrežavanje malih i 
srednjih hotelijerskih poduzeća i poljoprivrednih proizvođača, i to na primjeru odabranih 
hotelskih poduzeća u Hrvatskoj, te dati smjernice za budući razvoj gastronomske ponude 
hotelijerskih poduzeća. Prvi dio rada uključuje pregled postojeće literature o glavnim svo-
jstvima umrežavanja malih i srednjih hotelijerskih poduzeća i poljoprivrednika. Drugi 
dio studije predstavlja  empirijska pitanja analiziranog problema. Ovaj rad upotreblja-
va rezultate sveobuhvatne empirijske studije provedene u ljeto 2012. Studija je upotri-
jebila upitnik koji je prilagođen za mala i srednja hotelijerska poduzeća (72 poduzeća u 
uzorku). Korištena je studija slučaja kako bi se pokazale razlike od prijašnjeg istraživan-
ja.  Poslovna suradnja malih i srednjih hotelijerskih poduzeća i poljoprivrednika može 
donijeti mnoge koristi koje s vremenom mogu doprinijeti boljim poslovnim rezultatima. 
Prema rezultatima, većina hrane koja se kupuje od lokalnih poljoprivrednika prioritetno 
se stavlja na menije, a većina vina u ponudi dolazi isključivo od domaćih vinogradara. S 
obzirom da umrežavanje malih i srednjih hotelijerskih poduzeća i poljoprivrednika nije 
do sada sustavno istraživano, ova studija ostavlja dovoljno prostora za daljnje teoretska 
i praktična poboljšanja.  
Ključne riječi: umrežavanje; mala i srednja hotelijerska poduzeća; poljoprivredni-
ci; gastronomska ponuda; organska hrana.
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